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BAB 5 
SIMPULAN DAN SARAN 
 
5.1.  Simpulan 
Berdasarkan hasil penelitian dan pembahasan, maka dapat ditarik 
simpulan sebagai berikut: 
Brand affect, brand trust, dan brand image berpengaruh secara 
positif dan signifikan terhadap customer’s brand extension attitude 
melalui brand loyalty pada pelanggan McCafe di Kota Surabaya.  
Hal ini dikarenakan oleh pelanggan yang sudah kenal atau pernah 
memiliki pengalaman dalam mengonsumsi produk McCafe maka 
pelanggan akan memiliki sikap positif terhadap merek McCafe, 
pelanggan percaya dengan merek McCafe, dan merek McCafe memiliki 
citra yang baik di benak pelanggan sehingga terjadi hubungan yang 
dekat antara pelanggan dengan merek yang dapat menghasilkan loyalitas 
merek. Selain itu, brand affect, brand trust, dan brand image dapat 
membentuk sikap positif pelanggan dalam menerima strategi perluasan 
merek. Pelanggan yang sudah loyal akan setia dengan merek McCafe, 
meskipun merek tersebut melakukan strategi perluasan merek sehingga 
pelanggan memiliki respon yang positif dalam menerima strategi 
perluasan merek McCafe. 
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5.2.  Saran 
5.2.1. Saran Akademis 
Dengan adanya penelitian ini diharapkan dapat menjadi bahan 
pembelajaran para akademisi untuk lebih memahami mengenai 
pengaruh Brand Affect, Brand Trust, dan Brand Image terhadap 
Customer’s Brand Extension Attitude melalui Brand Loyalty pada 
pelanggan McCafe di Kota Surabaya sehingga dapat diadakan penelitian 
lebih lanjut mengenai hal serupa di masa mendatang dengan objek yang 
berbeda. Keterbatasan dalam penelitian ini adalah untuk mendapatkan 
responden yang merupakan pelanggan McDonald‘s sehingga diharapkan 
pada penelitian selanjutnya, para peneliti untuk mendapatkan responden 
yang juga memiliki kesetiaan terhadap merek induk. 
 
5.22. Saran Praktis 
1. Perusahaan McDonald dapat meningkatkan pengalaman akan 
toko dengan memperbaiki pelayanan dan meningkatkan 
kualitas produk sehingga dapat memberikan kepuasan bagi 
pelanggan. Dengan demikian, perusahaan dapat 
mempertahankan loyalitas pelanggan terhadap merek. 
2. Perusahaan McDonald dapat meningkatkan kesuksesan strategi 
perluasan merek dengan membangun komunikasi antara 
perusahaan dan pelanggan untuk melengkapi varian produk 
dengan menyesuaikan kebutuhan dan keinginan pelanggan. 
 
 
 
 
 
 
65 
 
 
 
DAFTAR KEPUSTAKAAAN 
 
Aaker, D. A., 1991, Managing brand equity: Capitalising On The 
ValueOf A Brand Name, The Free Press, New YORK, NY. 
 
____, 1996, ―Building Strong Brands‖, New York: The Free Press, 380. 
 
____, and Keller, K. L., 1990, Consumer Evaluations of Brand 
Extensions. Journal of Marketing, 54, 27-41. 
 
____, 1992, The Effects of Sequential Introduction of Brand Extensions. 
Journal of Marketing Research, 29(1), 35-50.  
 
Alhaddad, A., 2015, Perceived Quality, Brand Image and Brand Trust as 
Determinants of Brand Loyalty. Journal of Research in Business 
and Management Vol. 3, No. 4,  pp.01-08. 
 
Ambadar, J, M. A., 2007, Mengelola Merek. Jakarta: Yayasan Bina 
Karsa Mandiri. 
 
Anwar, A., Gulzar, A., Sohail, F.B., dan Akram, S.N., 2011, Impact of 
Brand Image, Trust And Affect on Consumer Brand Extension 
Attitude: The Mediating Role of Brand Loyalty. International 
Journal of Economics and Management Sciences Vol. 1, No. 5, 
pp. 73-79.  
 
Barret, J, Lye, A and Venkateswarlu, P., 1999, Consumer Perceptions of 
Brand Extensions: Generalising Aaker & Keller‘s model‖, 
Journal of Empirical Generalisations in Marketing Science, Vol. 
4, No. 1.  
 
Berry, L. L., 1983, Relationship marketing. In L. T. Berry, G. L. 
Shostack, & G. D. Upah (Eds.), Emerging Perspectives on 
service marketing (pp. 25–28). Chicago: American Marketing 
Association.  
 
____, 1993, ―Relationship Marketing‖. In Alex (2011) ―Consumer 
Evaluations of Product Line Brand Extension‖, The IUP Journal 
of Brand Management, Vol. 5, and No. 1.  
 
66 
 
 
 
Brown, G.H., 1952, Brand loyalty tact or fiction? Advertising age, pp: 
53-54. 
 
Casalo, L. V., Flavian, C., and Guinaliu, M., 2007, The influence of 
satisfaction, perceived reputation and trust on a consumer‘s 
commitment to a website. Journal of Marketing 
Communications, 13, 1–17. 
 
Chao, R. F., 2015, The Impact of Experimental Marketing on Customer 
Loyalty for Fitness Clubs: Using Brand Image and Satisfaction as 
the Mediating Variables. The Journal of International 
Management Studies,Vol. 10 No. 2. 
 
Chaudhuri, A., and Holbrook. M. B., 2001, ―The chain of effects from 
brand trust and brand affect to brand performance: The role of 
brand loyalty‖, Journal of Marketing, Vol.65 (2):pp. 81–93.  
 
____, ‗How Brand Reputation Affects the Advertising-Brand Equity 
Link,‘ Journal of Advertising Research, 42 3, 33. 
 
Chen, Kuang Fung and Liu, Chu Mei., 2004, positive brand Extension 
Trial and Choice of Parent Brand. Journal of Product and Brand 
Management 13, pp.25–36. 
 
Churchill Jr., G. A., 2005, Dasar - Dasar Riset Pemasaran Edisi 
Keempat, Jilid 2, Alih Bahasa:Dwi Kartini Yahya. Jakarta: 
Erlangga.  
 
Cunningham, S. M., 1966, ―Brand Loyalty—What, Where, How Much 
?‖ Harvard Business Review, 34 (January-February):116-128. 
 
Daniel, C., dan Park, C. Whan., 2002, The Effect of Brand Extensions 
on Market Share and Advertising Efficiency. Journal et 
Marketing Research, Vol. 29, Hal. 296-313. 
 
Dick, Alan S., and Basu, Kunal., 1994, "Customer Loyalty: Toward an 
Integrated Conceptual Framework," Journal of the Academy of 
Marketing Science, Vol. 22, No. 2 , pp. 99-113.  
 
67 
 
 
 
Delgado-Ballester, Elena., José Luis Munuera-Alemán., 2005, ―Does 
brand trust matter to brand equity?‖. Journal of Product & Brand 
Management, Vol. 14, Iss: 3. 
 
Deutsch, M., 1973, ―The Resolution of Conflict: Constructive and 
Destructive Processes‖, New Haven CN: Yale University Press. 
 
Doney, P., & Cannon, J.P., 1997, An examination of the nature of trust 
in buyer-seller relationships. Journal of Marketing, 61, 35-51. 
 
Danibrata, A., 2008, Pengaruh Perluasan Merk Terhadap Citra Merk 
pada Produk-produk Pepsodent, Jurnal Bisnis dan Akuntansi, 
Vol.10, No.1, April: 37-46. 
 
Durianto, D., Sugiarto., Sitinjak, T., 2001, Strategi Menaklukkan Pasar 
Melalui Riset Ekuitas dan Perilaku Merek, Jakarta: Gramedia 
Pustaka Utama. 
 
Dyson, P., Farr, A., & Hollis, N., 1996, Understanding, measuring, and 
using brand equity. Journal of Advertising Research, 9-21. 
 
E. Hem, Leif, de Chernatony, Leslie & M. Iversen, Nina. 2001, Factors 
Influencing Successful Brand Extensions, 
(http://www.empgens.com/Pubs/jems/ JEMS4_1.pdf, diakses 
tanggal 30 September 2016). 
 
Fajrianthi and Farrah, Z.,  2005, ―Strategi Perluasan Merek dan 
Loyalitas konsumen―, Fakultas Psikologi Universitas Airlangga: 
INSAN Vol. 7 No. 3. 
 
Ferrinadewi, Erna., 2008, Pengaruh Threat Emotion Konsumen dan 
Brand Trust pada Keputusan Pembelian Produk Susu Anlene di 
Surabaya. Skripsi. Universitas Kristen Petra. 
 
Geçti, F. and H. Zengin., 2013, The Relationship between Brand Trust, 
Brand Affect, Attitudinal Loyalty and Behavioral Loyalty: A 
Field Study towards Sports Shoe Consumers in Turkey. 
International Journal of Marketing Studies. Vol. 5, No. 2, pp. 
111-119. 
 
68 
 
 
 
Hsieh, M.H., S.L. Pan and Sentino, 2004. product, corporate and country 
image dimensions and purchase behavior: A multicountry 
analysis. Journal of the academy of marketing science, pp: 251-
270. 
 
http://www.mcdonalds.co.id/layanan/mccafe diakses pada tanggal 2 
September 2016. 
 
https://id.wikipedia.org/wiki/McDonald's diakses pada tanggal 5 
September 2016. 
 
https://www.statista.com/statistics/273057/value-of-themostvaluablefast 
-food-brands-worldwide/ diakses pada tanggal 22 Sepetember 
2016. 
 
Supranto, J., 2003, Statistik Teori dan Aplikasi, Edisi Lima, Penerbit 
Erlangga. Jakarta. 
 
Jacoby, J., Chestnut, R., 1978, Brand Loyalty: Measurement and 
Management. New York: John Wiley & Sons. 
 
Jahangir, N., Parvez, N., Bhattacharjee, D., Khaled bin Ahamed., 2009, 
The Relationship Between Brand Affect, Brand Quality, And 
Customers Brand Extension Attitude: Exploring The Mediating 
Role of Customer Loyalty. The Cambodian Management Journal 
Vol 1, No. 1, 20-34. 
 
Keller, K.L., 1993, Conceptualizing, Measuring, and Managing 
Customer-Based Brand Equity. Journal of Marketing, 57, 1-22. 
 
Kertajaya, Hermawan., 2002, Hermawan Kertajaya on Marketing. 
Jakarta: PT Gramedia Pustaka Utama. 
 
____, 2010, Brand Operation, Jakarta : Esensi Erlangga Group. 
 
Kotler, Phillip., 2000, Manajemen Pemasaran, Edisi Milenium, Jakarta, 
Prehallindo. 
 
____, 2001, Manajemen Pemasaran di Indonesia, Salemba Empat, 
Jakarta. 
69 
 
 
 
____, dan Keller, Kevin Lane., 2007, Manajemen Pemasaran, Edisi 12, 
Jilid 1, PT. Indeks, Jakarta. 
 
Lau, G.T. and Lee, S.H., 1999, Consumers‘ trust in a brand and the link 
to brand loyalty. Journal of Market Focused Management, 4, 
341–370. 
 
Mahendra, M.B. 2001. Emotional Branding. Jakarta: Erlangga. 
 
Malhotra, N.K. (2010), Marketing Research: An applied orientation , 6th 
ed., Prentice Hall.  
 
Martinez, E., Montaner, T., dan Pina, J. M., 2009, Brand Extension 
Feedback: The Role of Advertising. Journal of Business 
Research. Vol. 62 No.3, pp. 305–13.  
 
Morgan, R. M., and Hunt, S. D., 1994, The commitment trust theory of 
relationship marketing. Journal of Marketing, 58(2), 20–38. 
Moorman, C., Zaltman, G., & Deshpande, R., 1992, Relationships 
between providers and users of market research: The dynamics of 
trust within and between organizations. Journal of Marketing 
Research, 29. 
Ourusoff, A., Ozanian, M., Brown, P.B. and Starr, J., 1992, ―What‟ s in 
a Name? What the World‟ s Top Brands are Worth‖, Financial 
World, (September 1), pp. 32-4. 
 
Panwar and Bapat., 2007, New product launch strategies: Insights from 
Distributors Survey,South Asian Journal of Management, 82. 
 
Rangkuti, Freddy., 2002, Teknik Mengelola Brand Equity dan Strategi 
Pengembangan Merek. Jakarta: PT Gramedia Pustaka Utama.  
 
____, 2009. Strategi Promosi yang Kreatif dan Analisis Kasus. 
Integrated Marketing Communication. Jakarta : PT Gramedia 
Pustaka Utama. 
 
Ratri, Lutiary Eka., 2007, Hubungan Antara Citra Merek Operator 
Seluler dengan Loyalitas Merek pada Mahasiswa Pengguna 
70 
 
 
 
Telepon Seluler di Fakultas Ekonomi Reguler Universitas 
Semarang : Universitas Diponegoro. 
 
Reicheld, F. F. & Schefter, P., 2000, E-loyalty: your secret weapon on 
the web, Harvard Business Review, 78 (July/August), 105-13. 
 
Ringberg, T. and S. F. Gupta 2003, ―The importance of understanding 
the symbolic world of customers in asymmetric business-to-
business relationships‖, The Journal of Business & Industrial 
Marketing, 186/7, pp.607-626 
 
Roth, M. S., 1995, ―Effects of global market conditions on brand image 
customization and brand performance‖, Journal of Advertising, 
244, 55–72. 
 
Sierra, J. J., Heiser, R. S., Williams, J. D. and Taute, H. A., 2010, 
Consumer racial profiling in retail environments: A longitudinal 
analysis of the impact on brand image. Journal of Brand 
Management, 18(1), 79-96. 
 
Santoso, Singgih., 2001, Riset Pemasaran Konsep dan Aplikasinya 
dengan SPSS, Penerbit PT. Elex Media Komputindo, Jakarta. 
 
Simamora., 2000, Spiritual Leadership in Business. Jakarta: PT 
Gramedia Pustaka Utama. 
 
Singarimbun, Masri., 1995, Metode Penelitian Survei. LP3S. Jakarta. 
 
Schiffman, L. G., & Kanuk, L. L., 2010, Consumer Behavior. New 
Jersey: Pearson-Prentice Hall. 
 
Shahrokh, Z. D., Sedghiani, J. S., dan Ghasemi, V., 2012, Analyzing 
The Influence Of Customer Attitude Toward Brand Extension On 
Attitude Toward Parent Brand, Interdisciplinary Journal Of 
Contemporary Research In Business, Vol. 3, No. 9, pp. 1133-
1148. 
 
Soehartono. I., 2011, Metode Penelitian Sosial, Suatu Teknik Penelitian 
Bidang Kesejahteraan Sosial dan Ilmu Sosial Lainnya, Bandung: 
Penerbit PT Remaja Rosdakarya, pp. 57-63, 77. 
 
71 
 
 
 
Sugiyono., 2012, Memahami penelitian kualitatif. Bandung: 
ALFABETA. 
 
Sung, Y. and Kim, J., 2010, Effects of Brand Personality on Brand Trust 
and Brand Affect. Psychology & Marketing, 27(7), 639–661. 
 
Smith, S. and Wheeler, J., 2005, Managing the customer experience: 
Turning customers into advocates. London: Prentice-Hall. 
 
Sung, Y. and Kim, J., 2010, Effects of Brand Personality on Brand Trust 
and Brand Affect. Psychology & Marketing, 27(7), 639–661. 
 
Kamil, C. J., 2010, Pengaruh Perceived Value, Brand Trust, Brand 
Affect Terhadap Loyalty (Studi pada Merek Produk Kecantikan 
Ponds), Tesis, Universitas BINUS, Jakarta.  
 
Tingkir, C, F., 2014, Pengaruh Identitas Merek Terhadap Loyalitas 
Merek melalui Citra Merek dan Kepercayaan Merek Toyota. 
Jurnal Manajemen Pemasaran, Vol. 8, No. 2. 
 
Thiele, R. S., dan Macky, M. M., 2001, Assessing The Performance of 
Brand Loyalty Measures. Journal of Service Marketing, 15(7), 
529-546.  
 
Upamannyu, N. K., and Garima, M., 2012, Effect of Brand Trust, Brand 
Affect and Brand Image On Customer Brand Loyalty and 
Consumer Brand Extension attitude In fmcg. Sector Practices 
and Research in Marketing, Vol.3, No. 2. 
 
Urban, G. L., Sultan, F., & Qualls, W. J., 2000, Placing trust at the 
center of your internet strategy. Sloan Management Review, 42, 
39-49. 
 
Vazquez-Carrasco, R., & Foxall, G. R., 2006, ―Influence of personality 
traits on satisfaction, perception of relational benefits, and loyalty 
in a personal services context‖, Journal of Retailing and 
Consumer Services, 133, 205–219. 
 
Völckner, F., dan Sattler, H., 2006, Drivers of Brand Extension Success, 
Journal of Marketing. Vol. 70 No.2, pp 18–34.  
 
72 
 
 
 
Wijayanti., 2011, Brand Extension Untuk Produk Baru. Forum Ilmiah 
Volume 8 Nomer 2, Mei 2011.  Fakultas Ekonomi, Universitas 
Muhammadiyah Purworejo. 
 
Wu ,W-P, Chan, T. S. and Lau, H. H., 2008, Does consumers‘ personal 
reciprocity affect future pur-chase intentions. Journal Of 
Marketing Management, 24, 345-360. 
 
Yamin, S., dan Kurniawan, H., 2009, Structural Equation 
Modeling:Belajar Lebih Mudah Tekik Analisis Data Kuesioner 
Dengan Lisrel-PLS. Jakarta: Salemba Infotek. 
 
 
 
 
 
